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Map of MSU Extension Service

Montana State University ExtensionMontana State University Extension

• 51 County Offices

• 4 Tribal Offices

• 7 Tribal College Offices



Facilitating ConsumerFacilitating Consumer
Response Response –– ChoicesChoices

Helping Consumers (end-users) Cope with 
Escalating Energy Costs … 

- knowing their needs
- understanding what motivates them
- creating outreach efforts



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

4 surveys 4 surveys –– since September 26, 2005since September 26, 2005

1.   Mail survey of 700 limited1.   Mail survey of 700 limited--income households*income households*
35% response (243 households)35% response (243 households)

2.   On2.   On--line survey** line survey** -- 94 responses94 responses
3.3. Consumer “onConsumer “on--thethe--street” survey ** street” survey ** -- 50 individuals50 individuals
4.4. Extension field survey Extension field survey –– “what is the pulse of “what is the pulse of 

Montana communities”Montana communities”

*conducted in MT by MSU Extension *conducted in MT by MSU Extension 
** conducted in MT by MSU Extension & DPHHS  with recipients of ** conducted in MT by MSU Extension & DPHHS  with recipients of the Montanathe Montana
LowLow--Income Energy Assistance Programs Income Energy Assistance Programs –– 150% FPL150% FPL



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

How much does the higher cost of energy How much does the higher cost of energy 
impact you?impact you?**

98%  some 98%  some -- very much very much 
46% very much 46% very much 
100% some 100% some -- a lota lot
*Spending less on food, meds & medical services, household items, clothes.

= limited-income
= on-line survey



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

Does rising gasoline prices impact your Does rising gasoline prices impact your 
ability to go to work or perform ability to go to work or perform 
necessary errands?necessary errands?

75%  YES 75%  YES 
41%  YES41%  YES

= limited-income
= on-line survey



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

Will you have to get another job to pay for Will you have to get another job to pay for 
higher cost of energy?higher cost of energy?

26%  YES 26%  YES 
5%  already have another job5%  already have another job

= limited-income



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

What steps are you taking to reduce your What steps are you taking to reduce your 
energy costs?energy costs?

66% 66% // 80%80% -- turning down thermostatturning down thermostat
64% 64% // 87%87% -- driving lessdriving less
56% 56% // 78%78% -- spending lessspending less
20% 20% // 51%51% -- home energy conservationhome energy conservation
13% 13% // 20%20% -- not sure what to donot sure what to do

= limited-income
= on-line survey



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

What shortWhat short--term solutions would be most term solutions would be most 
useful for you? useful for you? 

64% 64% // 20%20% -- help in paying for home energyhelp in paying for home energy
48% 48% // 63%63% -- utility company discountsutility company discounts
34% 34% // 67%67% -- help in making my home more energy efficient help in making my home more energy efficient 
15% 15% // 57%57% -- tips about saving energy and moneytips about saving energy and money
7% 7% // 20%20% -- otherother

= limited-income
= on-line survey



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

What longWhat long--term solutions would be most term solutions would be most 
useful for you? useful for you? 

76% 76% // 65%65% -- reduce the cost of energyreduce the cost of energy
32% 32% // 71%71% -- alternative energy (wind and solar)alternative energy (wind and solar)

= limited-income
= on-line survey



Bottom line … Energy Impacts Real People. Bottom line … Energy Impacts Real People. 
Use tractor less, no electric water tank units, question heatUse tractor less, no electric water tank units, question heat

for chicken house, for chicken house, we can’t pay our monthly bill in the summerwe can’t pay our monthly bill in the summer
… don’t know how we will cope this winter,… don’t know how we will cope this winter, the utility has us bythe utility has us by

the _______,the _______, a 3a 3rdrd job in the household is in the future, job in the household is in the future, we’rewe’re
not like the government, we can’t deficit spend,not like the government, we can’t deficit spend, we have nowe have no

choice choice –– the power bill has to be paid or we freeze or get shut the power bill has to be paid or we freeze or get shut 
off, off, shut down the hotshut down the hot--tub this winter,tub this winter, can’t afford to go can’t afford to go 

hunting this season,hunting this season, will have to juggle bills, will have to juggle bills, we won’t be aswe won’t be as
warm this winter,warm this winter, have to sacrifice food, clothes … for thehave to sacrifice food, clothes … for the

higher energy bills,higher energy bills, as a single parent my budget is alreadyas a single parent my budget is already
tight, tight, grandchildren’s gifts will have to be very limited,grandchildren’s gifts will have to be very limited, lower lower 

my retirement savings my retirement savings –– work longer,work longer, lower profit on cattle andlower profit on cattle and
farming, farming, be broke and cold,be broke and cold, bike to work,bike to work, walk more, walk more, 

we conserve but it doesn’t seem to help,we conserve but it doesn’t seem to help,
no longer able to deliver church flowers free,no longer able to deliver church flowers free, GOOD QUESTION!GOOD QUESTION!



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

Bottom line …Bottom line …
consumers are generally discouraged … consumers are generally discouraged … 

most believe they have done all they can do … most believe they have done all they can do … 
“we can’t wait for the big fix to pay the bills”, “we can’t wait for the big fix to pay the bills”, 

“something has to change”“something has to change”
To help consumers cope, we need to understand

what factors motivate them to make positive
energy choices.



What Motivates Consumers
to Adopt Positive Energy Behaviors

“green, sustainable, 
high performance

practices and 
materials”

10Top 10 Responses



What Motivates Consumers
to Make Change?  Top 10 Responses

“Cost-Effective and 
Reliable Energy 

Sources and
Conservation 

Practices”

9



What Motivates Consumers
to Make Change?  Top 10 Responses

“Real Time 
Economics” 

(rather than “it’s not that expensive 
when adjusted for inflation” –

“it bites now!”) 

8



What Motivates Consumers
to Make Change?  Top 10 Responses

“Access to affordable 
energy-efficient 

materials and 
knowledgeable labor”

7



What Motivates Consumers
to Make Change?  Top 10 Responses

“strategies that are 
Practical and Convenient”

easy to understand
self-help

easy installation
easy to use

6



What Motivates Consumers
to Make Change?  Top 10 Responses

“result in Comfort”

5



What Motivates Consumers
to Make Change?  Top 10 Responses

“Access to current, 
accurate, relevant and 

non-commercial 
information”

4



What Motivates Consumers
to Make Change?  Top 10 Responses

“Healthy 
Environments”

healthy and safe homes and 
global environment”

3



What Motivates Consumers
to Adopt Energy Behavior

“Quick Return”

2



What Motivates Consumers
to Make Change?  Top 10 Responses

“Affordable”

1



Recommendations
“from the field”

•“We can’t conserve our way out of energy problem”
•Greater awareness of available tax credits and 

awareness of energy assistance programs
•Assist consumer’s with weatherization of older homes

- include mobile homes
- reality information – what works, what pays
- information defining priorities

- real time energy use
- self-help programs

•Special assistance to “gap” consumers
- older consumers    - single parent families

•Education to youth
•Need New Ideas with Consumers in Mind



What are Consumers SayingWhat are Consumers Saying
About Energy?About Energy?

Where do you find the most reliable Where do you find the most reliable 
information about energy?information about energy?

56% 56% // 49%49% -- NewspaperNewspaper
23% 23% // 20%20% -- Utility CompanyUtility Company
8% 8% // 16%16% -- State or Federal GovernmentState or Federal Government

= limited-income
= on-line survey





Extension Consumer Outreach 
Programs that Work

10-25-1977



Doe Central Region Weatherization Training Center

Department of EnergyDepartment of Energy
Central DOE RegionCentral DOE Region

WeatherizationWeatherization
Training CenterTraining Center

Partnership with the Montana Department Public Health and Human Service
Weatherization Assistance Program for Low-Income Families



Available ……………………..
Public Libraries

County/Tribal Extension Offices
HRDCs

www.weatherization.org
www.montanahelp.org

16 Home Energy Fact Sheets

http://www.weatherization.org
http://www.montanahelp.org


home energyhome energy



•Home Electronics

•Roofing

•Insulation

•Lighting Fixtures

•Thermostats

•Windows

·Appliances

•Home Office Equipment

•CFLs

•Heating & Cooling

•Ceiling Fans

•Ventilating fans

•Water Coolers

•Dehumidifiers

•Homes

•• ENERGY STARENERGY STAR®®



www.homes_across_america.org

http://www.homes_across_america.org






• 3-levels – ages 9-19

• 75 activities dealing with …
• home energy
• community and school
• renewable energy
• agriculture

• 4-H club and school enrichment

Youth Outreach







Native AmericanNative American
Home*A*SystHome*A*Syst

11 individual 
fact sheet  
assessments,
including home energy
conservation.



More Details

Mike Vogel, Professor
Montana State University Extension
Housing & Environmental Health Program
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mvogel@montana.edu

mailto:mvogel@montana.edu

